When participants in a Harmonic study (Source: Harmonic Focus Groups October 2003) were asked what NASA's biggest problem was, and later what the biggest opportunity was, a majority strongly felt it was "communications." This is a surprising answer since it was a general unaided question, and the answer could have been anything from the shuttle to the budget. Respondents felt that NASA was not willing or able to share as much information as they could. Some felt NASA projects had to remain "secret" for national security reasons. Still, many others felt NASA has no need or responsibility to communicate with the public and in later Harmonic research (Source: Harmonic Brand Research February 2004) when asked the question, "who is NASA for?" 33% of those surveyed said that NASA is not for the American people but for government (18%) and for scientists and engineers (15%). In the same study 43% said they would like more information about NASA, also surprising because Americans are overwhelmed with information. In essence, the public sees NASA acting as both a conduit for and an impediment to effective communications.
A Gap between Brand Awareness and Brand Appreciation
While NASA has strong brand awareness among all audiences, the public has low brand appreciation because it knows little of what NASA does, and even less of any of the benefits that NASA provides. This gap between awareness and appreciation threatens NASA's future. While 50 years of polls show that the public broadly supports the space program, they are not keen on funding it, especially juxtaposed to societal issues like crime and education.
A Need to Connect Cost to the Value Proposition
NASA's value proposition is currently not compelling enough to justify its cost. Without knowledge of benefits, particularly direct personal benefits, it is difficult for people to rationalize the expense. On February 24, 2004, Gallup analysis concluded, "Americans tend to view space travel and exploration as worthwhile at a general level, but support tends to drop when respondents are reminded about the costs of such programs. For example, in December 2003, 53% of Americans said they would favor "a new U.S. space program to send astronauts to the moon," while 45% were opposed. But when the question was put a different way and they were asked if they would favor "the U.S. government spending billions of dollars to send astronauts to the moon," only 31% said yes and 67% said no.
Benefits of Exploration
Cost complete the International Space Station (ISS) and begin the Constellation program in earnest. President Bush has not increased the NASA budget as promised at the on-set of the "Moon Mars and Beyond" vision, so NASA has chosen to cut other long-term programs in order to fund it.
The research indicates that the public believes the key benefit of NASA is "advancing knowledge." Yet, some of the very programs being cut by NASA are those that have done the most to gain new knowledge and are the most desirable to the public. The public identifies "benefits general aviation" (their term for aeronautics) as the second most essential thing for NASA to do and "increase our knowledge of the Earth" as fourth. Yet, aeronautics research and Earth science initiatives are currently being dismantled or suspended while resources are re-focused on supporting the Vision.
While the public believes aeronautics and Earth science are essential for NASA to do, research shows shockingly few people know NASA already has made huge contributions in those areas. If NASA could communicate the key role it plays in advancing knowledge in areas important to the public such as global climate change and increased safety on commercial jets, NASA could show tangible contributions that the public would want to fund.
Our research shows that a NASA agency that includes aeronautics and Earth science is more desirable and valuable than a NASA that is purely a space agency. This is not surprising given that advances in these areas quickly and directly touch much of the public everyday and give the public a tangible return on investment.
Transform Disparate Communication to Collective and Cohesive Communication
Harmonic International's brand equity research shows that NASA does not have a negative brand image. It has a well-known and loved brand that is being diluted by ineffective communications. What NASA has is a communications problem that prevents the agency from effectively communicating its activities, achievements and value. Harmonic's research also shows that for a vast majority of the public, NASA is creating "white noise." This results from disseminating sporadic and often unstructured communications that causes not only confusion, but also a situation where the communications cancel each other out in the mind of the audience.
While NASA has no specific communications budget, hundreds of millions of dollars are being spent by different parts of NASA to communicate, convey knowledge and to educate. There are so many messages and motives that the communications continue to dilute the core brand image of NASA. While these disparate messages may help a particular program or directorate achieve their short-term goals, it is at the expense of damaging the core NASA image.
We think it is fruitless to attempt to communicate and educate the public on various issues and programs until the broader roles, goals and values of the agency are effectively communicated. We are not suggesting that NASA stop communicating about various programs or that the communications budgets be combined, but that collectively the parts of NASA use their budgets to promote the broader roles, goals and values of the agency first and foremost, and use that context as a platform for their program communications.
The Time is Now
If the benefits of exploration and NASA are to penetrate, NASA must begin to communicate more effectively now. It is not a question of spending more money, but using the money already budgeted to be more effective. The first step to a comprehensive strategy to build public support for NASA is to better understand the public's views of NASA. The social science of public research has been proven for decades. Fortune 500 companies invest millions of dollars to better understand their customer's view of their value proposition. NASA and the space community must be prepared to invest as well. Consistently monitoring the public's perception of the value of NASA is only the first step. NASA and the space community will learn critical information that must then drive NASA's programs and consequent communications.
An integrated and cohesive communications strategy with consistent messages needs to be developed to optimize current spending and reduce duplication and waste. Then a feedback mechanism needs to be implemented to measure the progress of the communications on an ongoing basis so that they can be continually improved. Only then will NASA communications collectively begin to have a positive cumulative effect. This paper will provide a rationale for public support, an analysis of what is known about current public attitudes and opinions at NASA and will make recommendations for increasing public support of NASA.
Never has it been more important for the space community to rebuild and reenergize the value proposition for NASA. Without it, NASA could lose much of the public support that it has enjoyed for nearly 50 years.
The Rationale for Public Support
Our Definition of the Public: For the purposes of this paper we define the American Public as all persons currently living within the United States. Our American Public segment includes all men, women and children, school age and older, across all income and education levels.
An "Attentive Public:" Some believe that space and space policy is not a subject area of inherent importance to the American Public. Gabriel Almond's influential work in regard to foreign policy concludes that most Americans will be interested in policy only if there is an immediate crisis that captures their attention. 3 Dr. Jon Miller's work on the formulation of public policy in specialized areas such as space policy concurs with Almond's work and that the majority of the American public is not wellinformed on the day-to-day issues of space and space policy. 4 From Miller's research, he concludes that as of January 2004, 6% of American adults (roughly 12 million) were considered to be interested or "attentive" to issues dealing with space or space policy.
Looking at Influencers as Individuals
NASA is an executive branch agency with the decision-makers for the National Space Program and NASA residing within the Executive branch. Congress controls the budget process and space and science leaders are considered important influencers.
Decision-makers and influencers absorb information and develop opinions the same way as everyone else. Like the public, they are also affected and influenced by the sound bites and messages emanating from the mass media. Whether there is an absence of information or negative or incorrect information communicated by the mass media, it does have an impact on decision-makers because they still receive communications as individuals.
It is also as individuals that they share the same residual positive history of the Space Program as most other Americans, and this will help frame their decisions concerning NASA. It is certainly true that the decision-makers are provided with much more, and hopefully clearer, information about NASA than the public. However, increased information does not necessarily translate to positive opinions. Depending upon its context, it could in fact do just the opposite, and Harmonic research shows that while many influencers and decision-makers have positive associations with NASA, many hold decidedly negative opinions today.
The Cycle of Public Opinion
Opinions and attitudes do not flow only one way between government and the public. Russet and Graham 5 said, "policymakers might first form a new opinion and then persuade opinion leaders in the media, who in turn persuade the mass public so that, finally, the very people in government who initiated the change can then 'respond' to public opinion." This creates a two-way influence, if not a circular one. Robert Higgs concluded that "one cannot view public opinion as independent of the desires of the very officials toward whom the public's preferences for governmental actions are directed."
While we did not uncover any research specifically addressing whether NASA funding would increase if public opinion strengthened, there was a statistically valid, well-documented research study done for the Department of Defense: "Public Opinion: A powerful Predictor of U.S. Defense Spending." The study is dated 1993, but is nonetheless instructional.
The research makes a clear argument that spending trails public opinion because of the budget cycle and other lesser influences. The results of the research were summarized as: "This finding would seem to show that public opinion influences both the executive branch, as it composed its future budget requests during year t-2, and Congress, as it reacted to the proposals, generally cutting the requested amount of funding to some extent during year t-1. Our findings indicate that public opinion in both years t-1 and t-2 affected, more or less equally, the rate of change of real defense outlays in year t." They conclude by saying: "Although surprising at first, the finding that public opinion alone is a powerful predictor of changes in defense spending seems, upon reflection, exactly what one ought to have expected. Despite how defense (and other) analysts normally conceive of public opinionas one element in a long list of commensurable influences (Looney and Mehay, 1990; Schneider, 1988) -public opinion actually stands conceptually on a plane by itself. It is a different kind of variable. Public opinion expresses people's preferences regarding policy action. Other 'causes' normally advanced by analysts (domestic economic conditions, perceived foreign threats, and so forth) do not directly determine changes of defense spending; rather, they determine what decision makers and the public prefer with regard to changes of defense spending. Once public opinion has revealed itself in the polls (or in other ways), government officials, especially those immediately concerned with reelection, face a constraint. They must either act in accordance with public opinion or bear the political risk inherent in deviating from it." Further, "We emphasize, however, that important aspects of the defense budget process are (1) the status of public opinion as a single proximate cause incorporating and expressing a variety of more remote determinants of spending decisions and (2) the ceaseless contest among rival interests, within as well as outside the government, to move public opinion in a desired direction."
What are the implications for NASA? There is an opportunity to bridge the strong, latent positive cognitive and emotional involvement with NASA and the space program to future activities. By communicating to the public, we also influence the influencers, and ultimately stimulate active interest that encourages and supports funding.
The Background: Public Support from 1958 to 2005
In the 1960's NASA had one mission, one goal, to put a man on the moon, President Kennedy announced it, and an entire nation knew it. That goal, and achievements that followed it, were so powerful that 35 years later they still drive potent positive feelings about NASA.
Public support for NASA has remained relatively constant since its beginning in 1958. Historical polling has shown that Americans generally view NASA favorably, and favor government spending on space exploration at current rates. Research that Gallup conducted on NASA, as well as data relating to spending has not changed significantly since 2003. Three-quarters of the American public think that spending on the U.S. space program should be kept at current levels or increased (Gallup 2003) . Twenty-seven percent think we are spending too much on the space program and twenty-three percent think we are spending too little (CBS 2003) . A third believes NASA has a larger share of the federal budget than it did 10 years ago (Gallup 2003) . None of these groups have a clear understanding of the budget.
Public Perceptions Post-Columbia
The loss of Challenger and the Columbia space shuttle were two seminal events in the history of space exploration and it has influenced the thoughts and opinions of both the public and policymakers and created a framework for the debate.
73% Still Favor Sending Humans to Space
A majority of Americans (58%) were deeply upset the day after the Columbia was lost (Gallup 2003) . Though, despite the Columbia tragedy, most Americans (73%) are in favor of continuing to send humans in space (AP 2003) . Even during the week of the accident, a large majority (82%) was in favor of continuing the manned space shuttle program (Gallup 2003) .
The American Public Does Not Hold NASA to Blame for the Tragedy Some 64% felt it was unavoidable, something that happens from time to time in space flight (Washington Post/ABC 2003) . A large majority (82%) rates the job done by NASA as excellent or good (Gallup/ABC 2003). The same percentage is confident that NASA will be able to prevent accidents like Columbia from happening in the future (Gallup week of 2/1/03). 
52% of Americans Support Manned Missions vs. Unmanned
When looking at public support for manned versus unmanned space flight, investigation clearly points to the desire for humans in space if NASA's ultimate vision is to be considered exciting and worthwhile. This statement holds true whether the goal is a return to the moon, further development of the space station, or further exploration of Mars. However, robotics is expected to play an important role, albeit secondary to the people who build and control them. Even in the wake of the Columbia tragedy, fifty-two percent of Americans were in favor of concentrating on manned missions over unmanned (37%) (Gallup 2003) .
62% Prefer an American-Centric Program
When asked about sharing or using shuttles or rockets with Russia or China if the shuttle was discontinued, most Americans would be somewhat disappointed (25%) or extremely disappointed (37%). Men are likely to be extremely disappointed (41% vs. 33%). Only 22% would be pleased. Here we also found that younger adults would be more likely to be disappointed (64% for those 18-34 vs. 56% for those older). Clearly the thought using and sharing other countries' equipment, particularly Russian or Chinese, provokes a strong response from those who oppose it and in general most American's (62%) don't like the idea.
Confusion about the International Space Station
The U.S. public is confused as to what NASA is doing, particularly on the International Space Station. In a poll taken during the ISS Expedition 7 in 2002, 35% thought there were U.S. astronauts in space at the time of the poll and 50% percent thought they were not (Gallup 2003) .
58% Want to See a Presence on the Moon
Concerning the moon, most people would like to see a U.S. presence (58%) vs. a shared presence (23%); 18% say we should forget about the moon (16% men vs. 23% women). Of those wanting a U.S. presence, 25% choose "build an American base", 17% "set up a way station on the way to Mars," and 16% "establish a U.S. colony." But importantly, even a third of those who chose establishing an international compound on the moon felt it was important for the U.S. to continue to be a leader in space. 6
The 2004-2005 Harmonic International Research
Purpose, Goals and Objectives In 2003, Harmonic International was hired by a cross-agency team LIPN (Legislative Affairs, International Affairs, Public Affairs and Education) to provide strategic planning support through the NASA Space Architect's office. The original goal of these early efforts was to "Engage and inspire all Americans, and to reclaim the recognition, support, and understanding that NASA enjoyed in the 1960's." In the course of two years Harmonic spoke to approximately 7,000 people in NASA's constituencies, including the public, teachers and students, the press, policy leaders and the hill. In the research that was completed, Harmonic succeeded in developing an understanding among the target audiences that uncovered what people were thinking and hearing, and how they felt about NASA. Additionally, it generated a wealth of information to help NASA understand how to position itself in future strategic communications planning. Harmonic used a combination of research methodologies and created a benchmark study that laid the groundwork to measure ongoing communications efforts.
The Research Conducted Among Key NASA Audiences Cultural Analysis Summary
The Center for Cultural Studies and Analysis conducted a study in 2004 with the objective to describe not only the current state of where the values of space exploration lie and how those values are recognized, but the evolution of how they came to be--as an indicator of where they may be going. The goal of this study was to understand how Americans respond to the vision of space exploration at the unconscious level. It is the unconscious drivers of choice that pre-position ideas for acceptance or rejection in the mind of the public. To the Public: Human Exploration of Space is NASA's Brand NASA's success at achieving their goal of successful moon landings has defined not only the current popular vision of space exploration, but NASA's brand. Despite setbacks, NASA's brand as the premier space exploration program is secure, but it is still integrally bound up with the Apollo program of manned space flight. In the mind of the public, human exploration of space is NASA's brand. The space quest is a human equation, not just a technical mission.
In light of this truth, despite a strong emotional attachment to NASA, many of the agency's achievements since the end of the Apollo program have failed to resonate, or even register, with the public. While consciously aware of the shuttle, many people don't think of this project in the same mental category as exploring space. The same category error applies to public perception of the International Space Station.
The Danger of Shifting Away from Human Space Exploration
Space science is seen as an outcome, not a goal. Without the potential for human follow-up and exploitation, both space science and robotic exploration downshift in public perception from needto-know to nice-to-know. In commercial terms, a move away from human space exploration shifts NASA up from a household item to a luxury item. Cost becomes the deciding factor.
It is important to understand that the public's vision of space exploration has not changed -the ongoing interest in Hubble images of other galaxies and the massive public response to the Mars landings clearly demonstrates that. But NASA's accomplishments since Apollo, however important, fall into the categories of science and technology --a category the public consciously believes is valuable but does not have the expertise to evaluate. When faced with multiple points of view without the expertise to judge between them, people inevitably default to the one with the most resonant vision -in this case the NASA brand established during the space race of the 1960s. NASA's current programs are unconsciously being compared to the brand established during the space race of the Cold War era.
NASA used to have a strong faction of "popularizers" --recognized experts who promote the vision as achievable fact. Unfortunately, there are currently no "popularizers "such as Carl Sagan or Walt Disney or an outside driving force such as The Cold War to help build NASA's vision. So, NASA must take the lead in communications. People don't buy products or services: they buy values Values are simply broad tendencies to prefer one set of conditions to another. A "brand" is simply a mental shortcut that represents the desired values. Even the strongest brand loyalty can disappear when the product is changed so that the original values are no longer recognizable, or when the buyer evolves to an age stage where the associated values no longer have priority. Brands exist in the mind of the buyers, who control your brand. They will tell you what you can or cannot do with it. While values are broad tendencies, moving too far from their core tenets will inevitably result in brand erosion.
The NASA brand worldwide is manned space exploration and discovery NASA has one of the most recognizable brands in the world, on a par with Disney or Coca-Cola. The brand was firmly established during the "space race" of the 1960s.
There's a Disconnection Between the NASA brand and its current activities NASA does not have a branding problem; it has a communications problem because people do not understand the connection between the NASA brand and its current activities. While NASA has many stories to tell about their accomplishments, people don't have the scientific training to evaluate their technical importance within the brand. Again, when asked to judge between two competing arguments in which they have little or no expertise, people will default to the more compelling vision. NASA is not currently communicating a compelling overarching vision that reflects their brand in the minds of the public.
The Public Lacks Specific Knowledge About NASA In order to support NASA current positive brand equity, the level of knowledge about NASA and its current activities needs to be supported. There is concrete evidence that there is a lack of specific knowledge about NASA. When surveying the American public their first thoughts about NASA are very general, and not elaborated.
Immediate Association with the term "NASA"  'Space' 57%  Space shuttle/rockets 19%  Astronauts 5%  Expensive/wasted of money 4%
When asked, "What is NASA?"  42% respond with only the name (National Aeronautics and Space Administration), and only half of them got it right.  24% talk about space programs; 16% exploration and research; 7% do not know.
Following the Mars Landing
One week after the Mars rovers landed on Mars, Harmonic asked the aided question "Which of these activities, if any, are you fairly certain NASA is doing in space right now, as opposed to in the past or future?"
The data revealed that one week after NASA landed on Mars, approximately one third of the country missed it. Interestingly, 26% of the population believes that NASA maintains a "secret military satellite system," which is how they explain their perceived lack of information from NASA.
Few Can Name What NASA Does Beyond "Space" When asked to name (unaided) other things that NASA does, besides "Space" the numbers show that almost half of the general public cannot name any other activity. What Harmonic uncovered was that those who were old enough to experience the space race and the walk on the moon first hand have decidedly stronger positive emotional associations with NASA. Those under the approximate age of 35 have the Challenger or Columbia tragedies as their first memory, to which their first memory of NASA was appropriately one of sorrow or fear.

Because of such films as "The Right Stuff," "Apollo 13," "Space Cowboys," the HBO Series "From the Earth to the Moon," as well as numerous documentaries that can sometimes dramatize the events, and often provide a limited perspective on the space race; one thought is that those under the age of 35 have a "purer" view of the 60's space race than those who lived through it. Regardless of age, Walking on the Moon is considered one of America's finest moments (Pew Research).
Overall, NASA enjoys a relatively healthy level of positive opinion from the public. What are people's opinions of NASA and the Space Program?
 80% overall interest in the space program (39% very interested)  84% feel NASA is doing a good job (33% excellent)  80% feel it is important that U.S. and NASA be "number 1" in space (48% extremely important)  75% feel personal life is better because of NASA's work (35% much better)  86% feel the country is better off because of NASA's work (46% much better off)
Distinct Perceived Benefits
In qualitative research among the general public, 12 distinct benefit claims were distilled in the words and language of the public. These 12 statements represent what the public views, unaided, as the "benefits" provided by NASA.
 Helps lead to medical advances  Leads to a better quality of life  Involves exploring Earth  Benefits general aviation safety and security  Advances knowledge  Increases understanding of Earth  Increases understanding of mankind  Aids national security  Is on the cutting edge  Involves exploring space  Benefits people's lives  Increases our understanding of the universe
Top Five Most Important Goals for NASA
In qualitative research where all 12 benefit claims were provided and respondents were asked: "What is it 'essential' that NASA do?" The top five responses are below.
 Advance knowledge 67%  Benefit general aviation 62%  Aid national security 60%  Increase our understanding of Earth 58%  Increase our understanding of the Universe 57% All benefit claims essentially "advance knowledge," but it is clear that the general public believes NASA should be involved with activities that move our learning and intelligence forward. Though 19% of the population believes that NASA is only involved in space activities, and on average people feel that three-quarters of what NASA does is involved in the space program, they clearly view benefits to general aviation, national security, and the understanding of the Earth as top priorities for NASA.
When asked to review the same 12 benefit claims and answer: "What does NASA definitely deliver?" We see a shift.
 Exploring space 68%  Advances knowledge 63%  Increases our understanding of the Universe 61% Overall, NASA is seen as doing at least an 'OK' job in delivering all 12 benefits. The fact that NASA tests well on all benefit claims is really quite remarkable, though there are apparent opportunities.
Although the public is relatively unaware that NASA has initiatives in Aeronautic research (7%) or Earth Science research (10%), they feel it is essential that NASA focus on these issues. To increase and build upon the brand equity, NASA would need to deliver on the benefits that the public sees as essential, specifically Aeronautics Research and Earth Science. When brought to people's attention, based upon their expectations (not their knowledge) they see these benefit claims as important and are willing to accept that NASA is likely to deliver them.
Harmonic's Research Illustrates that NASA's Brand, though Strong, could be at Risk
The public cannot articulate anything more about NASA than one obvious thing: Space. While people "believe" NASA does important things for society, specifics don't reside in our shared consciousness. This makes it easy for the nay-sayers and cultural cynics to sustain their point-ofview because they appear to have "facts." Therefore, when someone is challenged about NASA's relative value, defense is weak.
A Look at other Segments of NASA's Audience Focus Groups among Educators, Students and Space Policy Leaders
In the winter of 2004 Harmonic International held public discussion groups among the general public, elementary and high school teachers, as well as college professors. The objective of these sessions was to gather information necessary to understand the current attitudinal and perceptual structure of how the targets felt about the space program. The information gathered was then used to formulate the questions for the subsequent research.
In addition to public discussion groups, Harmonic International interviewed 20 key space policy leaders in October of 2003 to illicit their perceptions of the Space Program. The identity of each interviewee was kept anonymous. Space policy leaders are defined as high level officials and influencers within the space community.
Space Policy Leaders Have Negative Perceptions
The dominant association in memory with the space program among space policy leaders is negative, dominated by language like "broken," "unfocused," "screwed up." Only seven of the twenty space policy leaders Harmonic spoke with offered positive associations such as "innovative," "dynamic," "discovery".
The key here, however, is the emotions associated in memory with the space program. Not surprisingly, the negative associations are linked to emotions running from "frustrated" through "disappointment" to "anger"; but even among some of those with positive associations (four of the seven), the emotional link is still negative (again, "frustrated" or "disappointed").
This has direct implications in developing effective communications. The negative associations must be addressed. We have seen that for most space policy leaders, their current cognitive structure is negative, emotionally laden, and evaluative. Even among those with positive initial memories, they are mediated by negative emotions. These negative evaluations must be refuted and changed. Psychologically, the negative always outweighs the positive. Until the feelings of "frustration" are dealt with, it will be impossible for the latent positive memories and associations (as evidenced by their excitement associated with early memories of the space program) to inform their overall attitudes toward the space program.
"Vagueness" about NASA is Pervasive for Educators
The associations with the space program among all educators studied (elementary and high school teachers, as well as college professors) tended to be the same. Overall, the cognitive structure as indicated by the first word or phrase that comes to mind when someone is asked to think about the space program broke into six basic areas. There are three positive associations, two negative, and one vague. All of the positive associations in memory were linked to feelings of "excitement."
The two negative links reflect recent accidents or associations with cost and are linked to feelings of "success." The vague association is NASA, vague in the sense that when it comes to mind, it is linked in memory to feelings of curiosity, being intrigued, or confused. In other words, while a significant number of educators associate the Space Program in memory with NASA, there is nothing they know or have experience with regarding NASA that is directly linked to any primary emotion. This is an important point, because all of our experiences are stored in memory with the emotions that are felt as those memories are formed. The "vagueness" of the NASA memory in this sense suggests a lack of specific understanding, something that manifests itself over and over in the interviewing sessions as people talk about NASA.
The Space Program is Not Well Represented in Schools
In the schools Harmonic sampled, and as is suspected in schools in other states, the curriculum is very restricted by regulations. Moreover, particularly at this level, teachers indicate the emphasis is placed on reading, mathematics and English, while science is more secondary. So, without a specific teacher adding some aspect of the Space Program to the curriculum, it is not likely to be presented and is rarely if ever discussed spontaneously, unless something highly unusual or monumental takes place.
In colleges, where there is more diversity of curriculum, the professors also indicate that the Space Program is not presented and almost never discussed, aside from when an unusual or unexpected event is played up in the media. Only in rare circumstances might a professor use it to illustrate a point, such as talking about it in engineering with reference to quality control, or in a psychology class, where the idea of "going beyond where we can go" is a subject.
With rare exception, such as the NASA "Explorer Schools," the Space Program is not well represented in the classroom. This program is currently working with approximately 100 schools across the nation, and works with these schools over a period of three years to bring mathematics, science, or technology into the school curriculum.
Public versus Students
Overall, Harmonic found very little fundamental differences between young students, teens in schools and adults in terms of their opinions regarding various aspects of the space program, although some small variations do appear. For example, while 62% of the students versus 65% of adults would be disappointed if NASA no longer had the shuttle, 30% of the students versus 22% of adults feel they would not be affected one way or another. The same pattern appears when people are asked how they would feel about the U.S. using astronauts and sharing shuttles and rockets built and launched by other countries such as Russia and China. Fifty three percent of students and 60% of adults would be disappointed, but 31% of the students versus 18% of the adults say they would not be affected one way or another (Focus Groups and Harmonic Research, 2003) .
While adults were almost evenly divided in terms of whether it is important for the U.S. to continue to be a space leader versus international sharing (51% versus 49%), the students were more likely to feel we should share internationally (56% versus 44%).
Respondents were asked which of three statements below best reflected their personal feelings:
1. "NASA should have no firm destination" 2. "Focus on putting a man on Mars" 3. "A step-by-step approach to Mars" Most students and most adults were somewhat more likely to say "step-by-step" versus "no firm destination" (42% versus 34% among students, and 46% versus 40% among adults). But students were more likely than adults to feel NASA should focus on putting a man on Mars (24% versus 14%).
Finally, when asked which of several possible moon missions they would most like to see happen, the overall pattern is similar, as shown below. There is one exception: students were more likely to want us to establish a U.S. colony on the moon (22% versus 14%) and less likely to feel we should share in establishing an international compound (19% versus 26%). Overall, with only a few small differences, the opinions of students, teens and adults are basically the same.
Students

Most Effective Concepts & Winning Messages
NASA's communication objective was to increase the public's knowledge and understanding of NASA's benefits, building upon the existing positive attitude which will in turn increase support for America's Vision for Space Exploration.
Harmonic's combined message research included 900 in-person interviews, 1,007 Internet interviews and 639 20-minute in-depth telephone interviews among a representative sample of the general adult population of the United States to test key messages that express NASA's brand positioning "Exploration Advances Knowledge." Below are the general concepts that were used to construct key messages and the winning messages that tested the best.
All of NASA's communications should fall under this positioning and reinforce or help explain NASA by building a knowledge base and having a clear benefit focus.
Five general concepts developed from qualitative research were used to construct key messages:  Exploring space is a part of man's destiny  Exploring space is important to our lives here on Earth  Both men and robots are needed in space  Exploring space one step at a time  NASA funding Winning Messages  86%: We go into space to discover answers to questions as old as humanity itself, and to ask new ones.  85%: While humans need robot explorers to blaze the trail, humans experiencing space firsthand tell us what it really means and how it will affect us.  78%: As the world's largest research organization, NASA spearheads our thrust into new technologies and discoveries, more so than any other unified force on Earth has before, and at a pace never seen before.  76%: For less than 1% of the Federal budget, NASA has provided 8% of all scientific discoveries in the last 30 years.
These messages provide insight for future NASA message development. Since people want to know more about NASA, longer messages test better than shorter messages. Stronger messages will have a clear and personal benefit focus, as well as being seen as explaining things more specifically or as being more emotional.
A Communication Continuum for NASA Here is a continuum that can be used to gauge the resonance of potential NASA messages.
Important to Note: "Destination Driven" Messages Do Not Resonate
The research shows that "Destination Driven" messages are not highly effective. Being "destination driven" is when a message conveys that NASA's goal is to go to the Moon or Mars, and does not support the more expansive exploration vision and its benefits. It creates a weak value statement and does not test well. Since the Columbia tragedy in 2003, there has been no shortage of opinions expressed about U.S. goals in space. Some commentators have called for a return to the Moon. Others have said sending humans to Mars is the only worthwhile option. What the commentaries miss is that the public's longing is not for a destination, but for a shared experience: An experience of the United States exploring space, making new discoveries, and in the process, enriching life on Earth. 
Reviving Interest
During research, when people were asked to consider priorities and problems for NASA, a significant number of them expressed concern about the lack of communication. This underscores the latent interest in the population for NASA and the space program. It shows NASA does not need to build interest; the interest is already there just waiting to revived. Anyone doubting this need only look at the 1.7 billion hits NASA got on their web site for the Mars rover Spirit landing.
Tapping into Human Nature
For the American people to express a desire for more and better communications is highly unusual. It happens in very few cases in the commercial world and even then it is generally new products or services that attract attention. However, when you consider two of the President's statements, first -"We have undertaken space travel because the desire to explore and understand is part of our character," and second, -"Space exploration is not an option, it is a desire written on the human heart." The answer becomes clear. Humans are driven by a need to explore and discover. NASA is the conduit to the discoveries, but also the impediment to the knowledge of something very fundamental to human nature. Therefore, to achieve NASA's goals, it becomes critical to effectively communicate NASA's new vision and plan to show the people how and why NASA will make progress towards answering the most essential questions of our existence. It is also important to communicate what the nation's space program has already done for this country and the world.
Transform Disparate Communication to Collective and Cohesive Communication
It is speculated that NASA spends over 100 million dollars per year in communications.
Unfortunately, it appears that the more money NASA spends communicating, the worse the problem with the public gets. There are so many messages and motives that the communications continue to dilute the core image of NASA. While these disparate messages may help a particular program or directorate achieve their short-term goals, it is at the expense of damaging the core NASA image. An important focus for NASA going forward is to transform its disparate communication into a collection and cohesive platform that benefits the core NASA brand.
Paid and Unpaid Media
NASA does not have a communications budget with which to pursue a full-scale communications campaign. NASA is restricted to getting its messages out using a variety of paid (brochures, posters, white papers) and unpaid media (press, TV coverage). Unpaid media is defined here as any communications about NASA that are produced by an outside source. Press and broadcast media are the two main outlets of unpaid media for NASA. It is important to note that NASA has little or no control over what the press says. Paid media is defined as any communication about NASA that is produced by NASA for a cost. Paid media includes everything from the publication of scientific papers and brochures to educational materials that supplemental school curriculums.
Building on the NASA Brand with the Tested Communications Messages
It is key to understand that NASA does not have a brand problem; it has a remarkably strong and positive brand. What NASA has is a communications problem, which is worsening with the multitude of conflicting and competing messages NASA communicates.
The communication strategy is to effectively build a knowledge base of NASA's activities and benefits using the tested key messages.
Strategic Communications Focus
Our communications strategy will focus on:
 Closing the brand gap between brand awareness which is strong and brand appreciation (the understanding of NASA) which is low.  Communicating what NASA does with clear distinct benefits will translate directly to increased support by the public and provide the public with a stronger case to support funding.  Increasing the penetration of the vision with consistent, cohesive messaging.  Communicating specific and personal benefits, in a manner which creates excitement, positive emotion and imagination will make the messages resonate better.
Conclusion: Rebuilding and Reenergizing the Value Proposition
Without knowledge of benefits, particularly direct personal benefits, it is difficult for people to justify the cost of NASA, especially against things like education or defense that have clear direct benefits. Providing specific information will enable the public mind to place budget figures into an appropriate and positive context.
Closing the Brand Gap Between Brand Awareness and Brand Appreciation
With the loss of popularizers, it is up to NASA and the space community to communicate the value of the agency's activities and initiatives. Not only is the American public asking for it, but NASA's charter demands it. The key is not to change the brand of NASA, the brand is strong, but to focus, strengthen, and energize the communications about and for NASA, closing the brand gap between brand awareness, which is strong, and brand appreciation (the understanding of NASA) which is low.
Answering Questions and Fulfilling Dreams
The value proposition should answer the questions in the mind of the public: "Why should my tax money support this?" as well as "Why should I care?" and "Why should I do anything at all?" Value propositions are not just the realm of corporations and businesses. Anyone in politics or public service needs to be able to answer the question, "What is your value proposition?" The NASA value proposition and repositioning need to be rebuilt and reenergized taking the legends of the Space program and linking it emotionally to the NASA programs and activities today. We need to extend the NASA brand beyond Space to be more expansive in the mind of the public.
NASA's strength is that it still has positive existing memories with the American public. Effective communication can build on those memories and make them relevant for today -both for the general public and for influencers. The winning messages that we've tested can speak to fulfilling the dreams and aspirations of the human spirit. These messages can tap into the human desire of exploration, questioning and pondering the unknown.
Seizing the Opportunity Before It Slips Away
The time is now to seize the opportunity for NASA. There is only a limited window of opportunity before NASA's brand equity erodes. Though the brand is currently strong, and NASA enjoys positive support, without reinforcement of the value of NASA, without clear distinct messages that are relevant and meaningful for today, the support will eventually fade and re-focus on other issues. It is time for attention to be brought back to the agency and its value to America. It's time to rejuvenate the kindred spirit of exploration that brings out the best in all of us, and show the next generation the leadership and intellectual curiosity that they expect.
